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It can be said that it is difficult to realize regional revitalization based on the conventional ideas 
and actions for regional revitalization in the face of intense regional competition. In order to 
successfully revitalize the region, we will evolve the existing marketing based on the strategy of 
securing long-term profits in the region while advancing the concept of customers that contribute to 
the regional economy from the viewpoint of management and business. It is necessary to utilize 
“Marketing ”. In other words, it is essential to build a mechanism and system that brings "creating 
cash" and "circulation" to the region. From now on, it will be the source of regional revitalization that 
each region breaks out of regional competition and collaborates with customers to create value. 
Regional activation moves from competition to co-creation．  
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援をみてみよう。 
（２）総務省における society5.0 の展開 
総務省は地域力強化プラン「society5.0 時代の地方」







紀元前の農耕社会の society2.0、産業革命など 18 世紀末
の society3.0 の長い時代を経て、20 世紀後半には























図 1  society1.0～5.0 への変化 
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図 7 4P と顧客から見た 4C の関係 













①マーケティング 1.0 から 4.0 の展開 











































































































































































































































図 9 非財務視点から財務視点への展開 
（出典）Kaplan and Norton、197、p. 31 をもとに筆者作成 
者作成 
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